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Mimeographed price lists and other mailings that are 
blurred and hard to read because of poor-quality paper 
can Jose orders for you... right when your prospect 
should be sold! 

Avoid problems like this by having your mimeographed 
mailings done on Hammermill Mimeo-Bond. With it you 
can get clean, legible copies every time— more than 
5,000 from a single stencil—and you know that every 
one of them will be clear and easy to read. 

What’s more, Hammermill Mimeo-Bond comes in 
white and six distinctive colors, enabling you to put 
your message on a “‘signal system”’ color that is readily 
identified. 


dozen...or *28.00?” 


We'd like you to test Hammermi!! Mimeo-Bond in your 
own office at our expense. Simply attach the coupon 


below to your business letter 
head and we'll send you— 
FREE —a_ 100-sheet test 
packet of Hammermill 
Mimeo-Bond. With it, we'll 
include a copy of the helpful 
Hammermill idea-book 
““Better Stencil Copies,” 
which shows how to get 
best results from your sten 
cil duplicating equipment. 


Send coupon today for FREE trial packet of Hammermill Mimeo-Bond 





pAMMERMI, 


L, 


MIMEO-BOND 


HAMMERMILL MIMEOGRAPH PAPER 





A HAMMERMILL PRODUCT 


Hammermill Paper Company, 


1621 East Lake Road, Erie, Pennsylvania 


FREE ~— the 100-sheet packet 
f “Better Stencil Copies.” 
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We will be glad to recom 
mend lists carefully and 
accurately chosen to bring 


mailing its best re 


lists of mail order- 
minded customers for your 
product 


willa MADDERN, éxc. 


LIST BROKER 
215 Fourth Ave. 
New York 3, N. Y. 
Gramercy 3-3440 





Step Up Your Mail Results 
with RETURN-A-CARD Letters 


Return-A-Card Letters put a preaddressed 
order card or envelope at your prospect's 
fingertips and keeps it there until he uses it 
There's no chance of your card being mis 
placed . - mo lost orders because of 
lost cards! 

THE CARD IS 
ATTACHED ® 
TO THE H ie ® 
LETTERHEAD 

= fey a 
S sg oo 

te - 


RECENT EXAMPLES OF HOW RETURN- 
A-CARD LETTERS INCREASE RESULTS 
BY MAIL 


a 


mpaign) Re e Committee 
Return-A-Card Letters cost no more than ordi- 
nary letierheads. You can make a Return-A 
Card mailing for as low as 1'/; cents per set 
up to 3 cents per set depending on quantity 
This includes a two-color letter with the 
Return-A-Card printed and attached and a 
special window outside envelope to fit 
Write or call to see samples of these improved 
mailing pieces. 


Tested Sales Producers, Inc. 


131 West Sard Street @ New York 19. N.Y 
Plaza 7-8573 
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SHORT 


NOTES 


DEPARTMENT 


@ NOTE CHANGE OF NUMBER. Aiter 
eleven years. The REPORTER had to 
have a new telephone number. Too 
many calls and we couldn't get any 
more succeeding lines. So Vanderbilt 
6-0888 is no more. 

New number is Murray Hill 2-7424, with 
enough lines so that you shouldn't have 
too much trouble reaching us. 


@ A NEW ADVERTISING MEDIUM is 
being developed. It might be classified 
as—“direct advertising”. It's printed 
promotion at point of purchase. Nat- 
ional Bag Advertising. Inc. is located 
in Bankers Securities Building. Phila- 
dephia. This company has a contract 
with Union Bag & Paper Corporation to 
have individual advertisers’ messages 
printed on paper bags used by grocers. 
etc. Estimated circulation available 

- about forty million per day. New 
medium is called ...“Ad-bags”. Mini- 
mum order .. . fifty thousand. Rates 
$1.20 per thousand per side in one color: 
$1.40 per side per thousand in two colors. 
Interesting development . . . although 
not exactly new. Paul Bolton used idea 
during war for the travel conservation 
campaign of Office of Defense Trans- 
portation. 


@ OPERATIONS. INC. is a very unique 
organization. Difficult to describe. Not 
an association ... but in some ways 
it is. A group of leading food distri- 
butors (wholesalers. etc.) set it up some 
years ago as a central management 
pool. The organization employs engi- 
neers, marketing accounting and man- 
agement experts to counsel and help the 
individual member companies. Oper- 
ations. Inc. conducts four conferences a 
year... at which time top executives 
roll up their sleeves and go through 
three gruelling days of speeches and 
round-table bul! sessions. 

This reporter travelled to Chicago on 
October 18th to conduct a clinic on letter 
analysis and improvement in the Shera- 
ton Hotel. A responsive and cordial 
audience. But proving again that the 
general run-of-mine business letters are 
pretty poor. One of the weakest links 
in management. Heartening . . . to 
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About Our Cover... 


The plates were loaned to us by 
Bill Gentry. Assistant Director of 
Agencies, of the New England Mu- 
tual Life Insurance Company. 501 
Boylston Street. Boston. Massachu- 
setts. The design appeared orig- 
inally as the cover of a manual pre- 
pared for representatives of the com- 
pany explaining direct mail 
and the pre-approach letters planned 
fer prospects. 

The manual was part of the cam- 
paign which won a place in the 
1949 DMAA Best of Industry Contest. 

The design was so excellent... 
it simply had to be used as a cover 
on The REPORTER. 











have top management at least worried 
about the subject. 

Gordon Cook is Director of Operations. 
Inc., with offices at 114 East 32nd Street. 
New York 16. N.Y. He could teach most 
convention managers new tricks about 
running successful, smooth running con- 
ventions. This reporter picked up a few 
to turn over to the DMAA. You'll hear 
mere about them later. 


@ IF YOU EVER get invited to speak 
before the Advertising and Sales Club 
of Toronto ... ACCEPT. This reporter 
journeyed there for an October 25th 
appearance ... and was given a royal 
welcome by official host Duncan Grant 
of E. L. Ruddy Co., Ltd.. assisted by Al 
Dicks of A. W. Dicks & Company. That's 
a good idea for all Clubs .. . have an 
official host for out-of-towners to meet 
the train; to make arrangements and in- 
troductions; to feed aspirin and avoid 
troubles. New DMAA Canadian Vice 
President Fred Kirby of Saturday Night 
Press introduced me to a record turn-out 
meeting. Same old talk about letter 
formulas ... and same old blue pen- 
cilling of new but same kind of improv- 
able letters. The criticisms were taken 
in good humor. 

During the meeting Lee Trenholm, Pub- 
lic Relations Manager of Provincial 
Paper. Ltd. announced the winners of 
the 1949 Contest for the 25 Canadian 
Direct Mail Leaders (sponsored by his 
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Get Your Letters Out 
Faster and: Better! 


Make Plates In Your 


with PLASTIPHOTER 


Your sales letters move faster when 
Plastiphoter makes highest quality 
photo offset duplicating plates in 
your own office. It costs only % as 
much as ordinary plate-making 
cquipment. 

No special training is required to 
operate the Plastiphoter. Anyone in 
your office can quickly produce the 
highest quality plates you've ever 
seen. And it’s so compact . . . uses 
only 3 square feet of your precious 
office space. 

So why continue to “send out” 
when you can make your own plates 
in a matter of minutes—at less cost— 
and with better results? 

Get full details on how the Plasti- 
photer method ends waiting time, 
makes clearer reproductions and 
helps you do a better job at lower 
cost. Send in the coupon . . . there's no 
obligation, of course, so fill it out 
and drop it in the mail now. 


ri TIME-SAVING + CONVENIENT + ECONOMICAL ~~ 
Dept. 4-11 


| Resiagion Rend matte 


j NAME 


FIRM 
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city 


Plastiphoter Inquiry 











THISISADMAA BEST OF INDUSTRY AWARD WINNER FOR 1949 


FRIENDLY DIRECT MAIL GETS 
CLOTHING STORE CUSTOMERS 


by James M. Stewart, Con: 


Now that the Convention excite with telephon calls to nother, 
ment is out of the air we can settle her to come in tor “those 


’ . yur < 


down again and present some otf is 
brand new winners of the 1949 Direct Ive ny : ¢ reputa , 
. [ weer, ciwecn 
Mail Advertising Association Best-ot n that arke store ee ree 
t atory ictters 


Industry Awards f | store that “giv ou extra atten , 
\ l 7ens nent! ? i ii news 


Each month \ l descilbe mn Another is t fet prospective ' 

ae : paper columns On ‘ occasions as 
me ot the blue-ribbon campaigns | ustomers into the store by meat t , : 

oe ee . se wedding anniversaries, graduations. 


try to give you a clear picture Of Une nvitations by salesmen, offers ot ‘ " . 
‘ . . ootoall team citations, clections to co 
set-up, tell about the tree squar lance lessons, et 
| P lieve councts, pro c I Dpusiness or 
neces and results ! ! 
_ ganizations, memi n civic clubs 


“Long Pants” Letter 


cts LOOK it some ¢ 


ind so on 


However, the tact that 


campaign appears in The Reporrt r ‘ 
¥ —_ The letters are so low pressure that 
does not mean that it’s the best dir ulings tna 


Industry Award this year 


won the vs : . 
the lot. Simply that the story contains a | a ually asked to 
nformation that can be adapted to rst on list is a filled — Ng , cases where 
nany other types ol yuUSINeESsS Oper new mothers « sons practicable, letters 


processed and 
. P hiled-in For instance, whet writing 
trons. Any comments 0 i upy . ‘ 
> t engaged couples 
trom Reporter reader 
sest-ol-Industry page 
For November we 
winner under the 
Apparel Stores Its name 
317 South Main Street, 
noma 
Clarke's is f adit ' ; 
\ I ) 1 i it r necessary 
women $s ind DOVS ip 
has grown, since 1929, 
shop to a modern tour 


When isked about the 


ot Clarke's direct mail oO er 

W. Harry irke explained l te 

that direct | r I f 

to Clarke's 

personal zed 

A letter, postcard, 

chure sent directly 

Safety Legion Club 


wnother reminder that 


terested him or her 
irke $ nterest nd activities in 


] | d 
dollar tor dollar spent, \ n th yf it | : ‘ 
F } ; t Tulsa br t the Satety Legion 

returns trom d mal nal t ) , ) lew vené _ : 
; t America rreat deal in making 


istomers 


Th 
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joined . . . the store se it mimeo 
graphed letter on Clarke's letterhead, 
with membership card enclosed. The 
youngsters are asked to pick up “The 
Pilot” and buttom at Clarke's. Here's 
how ad manager Noble explains it. 
“As for Safety Legion Club, it was 
Clarke's idea to sponsor it originally 
But we felt that the project was too 
big to be approached from a_ purely 
commercial angle, so we asked the 
Junior Chamber of Commerce to spon 
sor Safety Legion as one of their year 
round yrojyects. From there the move 
ment has grown; a radio station gives 
30 minutes of time, a downtown theater 
provides 1 Saturday morn ng meeting 
place and free cartoons, and the police 
department actively cooperative. 
Naturally, we get trafhe for we're the 
headquarters And also good wil! 


Irom the parents, toc 


Boy Scouts 

Clarke's also mails to list of Tulsa Boy 
Scouts a personalized letter on a very 
smart, four-color illustrated letterhead. 
Congratulates them and suggests they 
come to Clarke's to | up 

Mi ss Noble Says 

“Practically all ub and Boy 
Scouts came in j 
Less than one-half buy an item, but 
they definitely know where one of 
Tulsa’s two Boy Scout departments 


1S lox ated 


Square Dancing Clothes 
The store’s Square Dancing Clothing 
Dept. was promoted by signing up a 
popular square dance caller as manager 
then publicizing by newspaper 
space and direct mail \ printed letter 
was mailed to 3000 members of a dance 
lub and of high school social clubs. 
I ree dane e lessons were piven by the 
“caller” to « nlarge the market for these 
clothes 
Student Follow-up 
all ugh 


” 


\t graduation time, Tulsa 


I 
- 2 
school seniors (5000) receive a 3 


X / card. In script 


Harry Clarke 

It’s the type of card boys would keep 
among their other graduat mm souvenirs. 

Then in August, they are hit again 
with a 6's” x 7's”, 16-page booklet 
showing the atest college fashions. 
Swatches of material are tipped on 
nside. The personal touch is added 
by clipping on a salesman’s card 

The salesmen then follow through 
by actually phoning each and every 
name on the list. Clarke’s gives $5 and 
$3 prizes eact week or employee with 
most telephone calls The names and 
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New Citizens 
Mr. and Mrs. 


greeted in their new town 
The store hostess visits each family soon 
after arrival. She the 
Hostess Book and a gift certificate from 
Then the husband receives a 
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and 
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look 
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Gilt Christmas 
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in the stor 
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. Whovrably. while very young was sig 


frightened by a wing collan.. 


Miz. woorrasty’s office is very Olde 
English except for phones, typewriter, 
cover girl secretary and P. Wilfred himself 

He's late English, and looks like What 
The Well Dressed Man Will Wear Next 
Year Thing, 
and wouldn't be caught dead with his tie 


I guess 


a worrier, awfully Correct 
crooked—goes with the business, 
does very well with 
importing fancy 


But he’s no dope 
Wulspen Woolens, Ltd., 
suitings for two-hundred-clams-per-copy 
tailors, and a few big manufacturers. Sends 
out catalogues, swatches, quotations a 
natural for a postage meter 

I popped in on P. Wilfred of a Monday 
a.m.,and by appointment, of course. Cover 
Girl was just uncovering the morning mail 

P. Wilfred warmed up to the postage 
meter Buying postage by having the 
postal chaps set the meter was 
but sound, Because no stamp with 
stickum on its back was too bally practical, 


novel 


very! 


what? Dampish days they did clot? 


—- es 
aia 40>" wh 
re Cc + 
= » 3 
picture > gate 03% 
Your 5 


WERE STA NEe® 
LL 


VEW DESK MODEL! 


only a 


hast 


} 
hut it stamps and seals 


ofa 


riptive folder.. 


The DM 
s a postage meter for everybody! 


ttle larger than your 


hinds and classes’. 


today! 


Keep a short stock of stamps, and run 
then what? Two and 
while five was too much 


shy 
one look messy 
many a mickle makes a muckle, 
forget! With a big stock, stamps get lost— 
or lifted, eh? But postage in a gear ratio 
utterly! 
| wondered who was selling who! 


of threes, say 


mustn't 


couldn't get around it! Clever, 


Printinc one’s postage—charming! 
Recalls the royal prerogative, King’s signet 
ring and that sort of thing! Print any 
value stamp with those jolly little levers? 
Devastatingly ingenious! Print postmark? 
And a postmark advertisement—splendid! 
Seals envelope, too? Remarkable! 

P. Wilfred babbled on So pleased 
the “accounting aptitude.” 
And metered mail moves fast through the 
postoffice—jolly well should! 


with meter’s 


if | ever saw a sale in the well known 
bag, it was PWW... Then he just froze up! 
“Wonderful machine, old man, but not 
for us. Wool trade wrapped in tradition, 
y know. Meter stamps maybe not dignified” 
P. Wilfred goes 
don’t know whether to smack him or spit! 


Out to see a buyer I 


PITNEY-BOWES., 
2006 Pacific Street, 


Inc 


machines .. 


PITNEY-BOWES 


Vriginators of the postage meter 
.offices in 93 cities in Ll 


Well, who comes up fighting, but Cover 
Girl! “Dignity!” ‘Let's show him 
some of the mail we get! A postage meter 
might help me make a lot more dignified 
departure nights, too!” 

In PW’s wastebasket 
meter-stamped letters! Cover Girl starts 
thumb-tacking envelopes on the display 
board When PW gets back, his eyes 
pop at the show of meter-stamped mail 
from top drawer tailors, banks and stores 
all over, Madison Avenue, Fifth Avenue, 
Rochester; his local bank, New York banks, 
London banks; English mill agents, two 
Bond Street shops Has metered mail a 
class clientele? You tell “em! Or let PW do 
it—he burbles! I couldn't marry Cover 
Girl (ineligible—me) but gave her the best 
lunch anybody could buy! 


says she. * 


were thirty-one 


Dicniry—or don’t mention it—there’s 
a job in every office that a postage meter 
does best and a meter model for every 
office, small or large! If you want to see a 
list of dignified metered mail users call 
the nearest Pitney-Bowes office. Or write 
for.“Se You Have No Mailing Problems?” 


“Postage Meter, 


Stamford, Con 


largest makers of mailing 
S. and Canada, 
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The trade paper advertising helped 
get “Dumpcrete” known. Without 
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THE FINEST ENAMEL MADE 


Bae 


Champion Satin Proof Enamel is the finest printing enamel you can 
buy .. . the finest printing enamel made. Closely formed raw stock, 
fine coating material, velvety smooth finish and careful manufacturing 
combine in this paper to make a coated surface ideally suited to 
faithful reproduction of fine detail and brilliance in halftones. For 
superlative results in your fine printed matter, specify Satin Proof. 
The Champion Paper and Fibre Company, Hamilton, Ohio. 


Mills at Hamilton, Ohio; Canton, North Carolina and Houston, Texas. 
District sales offices: New York e Chicago e Philadelphia 
Detroit e St. Lovis « Cincinnati e Atlanta e Dallas e San Francisco 


WHATEVER YOUR PAPER PROBLEM... 
9 - 
Sts a Challenge lo Champion [ 


BUY AND SPECIFY ENAMEL PAPERS BY NAME—NOT BY NUMBER 


HINGEFOLD ENAMEL SATIN REFOLD ENAMEL HAMILTON ENAMEL 
The folding qualities of Hingefold, plus superb The stendard by which other No. 2 enamel No No. 3 enamel stock can compare with the 
printability, make it unmistakably the finest papers are judged, Satin Refold is an enomel appearance and utility of Hamilton. An excel- 
folding enamel available. Making orders only. of unusual strength and receptivity to ink. lent economy sheet for the average printing job. 





anunusualreport about 


bill enclosures --- 
are they effective? 


by Frank P. Townsend. Jr.. 


ueeRTERS NOTE: The Reporter has had 
bil or statement en 
elective (checkable) 
ward to get information about them 
enciosures seem to follow a common 
pattern. But a comes an unsolicited and 
unexpected lett trom Frank P. Townsend 
ye. ot the New Jersey Bell Telephone Com 
pany which gives a breezy and eye-opening OV 
account of what can and is being done with saris 
Read it and be informed ‘ 
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the 


Anyway, I'm sending along the month 
about a year back to show ote on table. ne 


ke, 
(Ed 


told pieces) 


ly issues tor 
low mat too, however, 


and give be 
Good looking 


you what it looks 


rnin 
I ne 


some data on it vatched with a gimlet eve pub 
‘ y seeker who wants a free ride in 


colorful, oft-cen 
We 
monthly bill 


ter 
t ation ol 


Some 


mounts to a circu 


Started to put out a i 


1,100,000 monthly 


nsert, as contrast 
1 lol 
and lassies deve op subdtic 
ind they are 
that it tell wit it turn a ! We zg 
ippea 


, ' | ' 
special and localized ma on 
iot } 

bout sixteen or seventeen nignty hard to 


All 


even a dull, sickening thud 


space gladly to 
Red 


d, Community Chest, 


indications are ve 
Is such as 


deep well of the 


ol nterest 


nost 
X-G. | 


Start 


Looking 
more we 
' é al 11 
mou fh ul ailable 


tel] 
Stat 


ssuc people some4}t 
the they live 
history, traditions elephone intort 


recreational facilities 


| 


lities, and During 


ties jammed 


quickly we 
well-know } 
W ishington 


but 


the 
hout 
awar©e 
caught cold and sne 

vossible 


ordered 


out, and th | t | is | f is | waiting 


teeth? inywhere 


lepnone, 


N, 


son 


nontns pre OUSLY 


It § been going 


LO% I practices, reasons tor 


] muary 


folder h recome something we do, suggestions for 


is 


more eltlective use ol the service, pleas 
the directory betore calling 
Intormation—all lot 
others make an impression when they 
are hammered at 
in chatty, intormal fashion. 

Weve tive 
cent 
as to what people think ol 


to consult 


these and a ot 


month alter month 
surveys in re 

checks 
the 


had about 
years, consumer-attituce 
tele 
phone company, their service, etc., in 
has been a 
the 


which there passing query 
to whether 
The average 
35.400 


“S¢ 
eer 


is question-ces read 


el-news results range 


between ot “never muss 


it 


never 


65 “usually read it”; and 


more than 106° who never see 
the tolder, including those who do not 
should i 
that the 


the 


open their own mail. (I n 


dicate n the 


65-75%. 


foregoing 


tor example, includes 


never miss it” group). 
None of the surveys has attempted 
make a to 


temaie 


to breakdown as male-vs 


readers, economic levels, or any 


other grouping. We've mainly been in 
i g 


terested to see whether the durn thing 


s being read. It ts. 
Finally, Tel 


( oOpy, reasearc h 


tr 


news is a two-man yoo. 


ind such are done by 


, ° 
yours truly amid the hurly and _ the 


relat n 
Bell, to t 


ik ny other ways 


burly of pul 
New 


ve 


ne ol 


It's 


»”y our long 


tor Jersey extent 


WoOrTK i nonth 


iter 


maybe davs 


put together for the pris 


suttering Art Director, who only has 
jobs to do 


nillion other 
Th folder 


job, two col rs 


New York, MAKE 


seventeen 


tin is Vou see, 


H. Philo 


the plates 


orp., 


es mm our 


nto the 


envelopes 


To wind up the ta more un 
“7 .: 8 
than the proverbia monkeys 


producing y—* 1 never know 
hat } 
whats next, Dut it 


I'd like to 


‘le boners that 


happen 


always Sometime 


nave 


» print. Like the time that 


Censored at the last minute) 


tell 
ind when New Jersey's various 


worse, wnen we fr 1a story 


gy how 
i Counties were formed, stating among 


ther things that Camden County 
That 
during 


} 
] 
I 


was 


ormed n 1693. ISSUC 


reached 


nm exactly 1 week in 


ebrat ng w ith 


» they 


ind 


were fan 


100th 


ce 
tuss and feathers their 
is answered personally 
Our Field Managers 
ness Ottices 

yut brother, it makes frien 
REPORTER'S FINAL NOTE: 
Mr. Townsend. be getting a 
Reporter readers who want to see what you 
Good luck! 


You'll probably 


little mail from 


are doing 
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A Th of fers the 
‘Beautiful, Arristocratic 


EGMONT Family 


= 
é (GMONT is an Amsterdam 


Continental Type of classic design in modern form that 
sheds grace and olamour on every subject it dresses. In 
three distinct weights, each in a series ranging from 
S point to 60 point, the Egmont Family presents to 
printers and art directors fresh facilities for distinguished 
typography in both body and display. The companion 
ltalics are exquisite and vivacious and remarkably read 
able in mass when well leaded. Italics and Swash Capi 


tals are available in two weights, 8 point to 356 point. 


Write lor specimens of the E-qmonts 


sampling ea h of the sizes available © 


American Type Founders : 


200 Elmora Avenue, -” a ZA 
Elizabeth B, New Jerse. (Cr CG 





Direct Mail’s Sturdiest Child 


An amazing story of the multi-million 


by Herman Herst, Jr. 


REPORTER'S NOTE: The author of this 
article is a dealer in postage stamps. mechan 
ically termed a “‘philatelist."" His business 
conducted under his own name since 1933 
was located on New York's Nassau Street 
center of the trade. until 1946. when the 
business was moved to Shrub Oak. West- 
chester County. New York. where it is now 
conducted as a mail order venture. serving 
stamp collectors the world over Primarily 
through the volume of mail sent out by Mr. 
Herst. the Shrub Oak Post Office has just 
been promoted to second class. although the 
hamlet numbers only a few hundred people 


If you hail the next business man you 
meet on the street and ask him to name 
the half dozen or so products most sold 
by mail we'll wager he'll leave out one 
that belongs up near the head of the 
list. 

Editor Hoke once wrote that the big 
gest mail order industry is baby chicks 
We have no higures to dispute the state 
ment, but we'll lay a used three cent 
1 


stamp alongside an eggshell as our bet 


that if the hobby of 


he business of baby 


stamp collecting 
doesn't rate above t 


chicks, it’s at least a close neighbor. 


The Post Office’s Role 


James Farley, when Postmaster-Gen 
eral, made the oft-quoted statement that 
the nation boasted twelve million stamp 
collectors The harassed clerk at the 
Stamp window of any Post Office wait 
ing on some of these gentry who want 
“a plate number block, perfectly cen 
ll think the estimate conserva 
tive. Farley should know: one of his 
dealing principally by 


bus ness, sel 


tered” wi 


departments 

mail, is also in the stamp 
r 1 

ling stamps at face value to all comers, 

n competition with the nation’s six 

thousand dealers. 

It may surprise some to know that 


Uncle Sam maintains an agency devoted 


dollar stamp business . . . some valuable 


points for all mail order sellers. 


exclusively to the sale of stamps to col 
lectogs. 
Che Philatelic 


tain a mailing list, sending stamp co 


Agency used to main 


lectors the nation over notice of eac 


new stamp. It issued its own price lis 


listing everything it had for sale, wit 


the price. The “new issue service” has 


been discontinued, several private n 


dividuals picking it up where it left 


off tor a one dollar per year tee. The 


rice list is still issued, but to get it 


} ; I 
the collector must send a stamped ad 


dressed envelope. Let the oth Crovern 
Avencies use their franking priv 
Phila 


most 


ment 
lege to send out literature; the 
telic Agency, the 


affluent, and most profitable arm of th 


most solvent, 


Federal Government (stamps cost about 
ten cents per thousand to produce!) 
nakes the patron pay the 
ays on all 


postage both 
nquiries 
United 


Csovernment com 


The stamp dealers of the 


States don't resent 


petition True, they are undersold 


every day in the week by Uncle Sam, 
although many collectors are quick to 
see the fallacy in buving from the Agen 
< illy cheaper to 


but Uncle Sam 


cy It may be theoret 


uy stamps at face value, 
takes postage and registry out of the 
remittance, and the two or three months 
delay can often mean being disappoint 


1 in not petting what is wanted be 


use the stamp desired is sold out in 


nterim. 
But stamp dealers lso know that 
I has bought all that the 


hen 


1 collector 

can offer him, he must t 

rn to the open market to ntinue 
his collection, and the est ibl shed ‘tam 
dealer is then the only one that can 
help him. For once a stamp is discon 
Avency, it is never again 
1} 


t nued it the 
placed on sale, and the casual purchaser 
t necessary to pay the 


premium ov the face value that the 


renuum otf 
| 


, 
stamp dealer charges, the | 


course Varying W th the dem: tor the 


tem, the supp available, and market 


their stamp 

re are hun 
Most of them are within a thre 
Nassau Street, 


close to City Hall Park, where the first 


dreds 
Nock area on upper 
ot the breed hung his ngle in the 
betore the Civil War. In 
on Nassau Street, thirty 


years just 


one bu ld ny 


six different stamp dealers maintain 


othces, with another four dozen in ad 


joining buildings 


A Business of Specialists 


Stamp dealers Ke other protessiona 
men (the philatelist, caring little for 
definitions, always considers himsel 


yrotessional m » al I rercnant ) 
| 


t 


are great tor specialism onger « 


the leading firms try to carry stocks ot 


the entire world: some handle only 


United States stamps, others 
Colonies, still others 

Some firms ha 

just One issue Ol 

n nyle stamp 
the three cent of 1851, 
been written, and one 

ec came wealthy yust studving 

this common stamy 
urn made it so p pular that 
no longer common) 

But the most common distin 
tween stamp de ilers, t c in 
cation that splits them nicel 
ddle so that thev fal 

s their 


policy regarding 


In the advertisements of 
some, on reads No Mail Order, or 
“Mail Orders 
Naturally those 
larger cities w th el ibor ite stores, shops 
I and the 
regular client gives them all that they 


respectfully declined.” 


establishments in the 


or offices find that the passerby 
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can do But upstairs in the ofhce 
buildings, as well as in smailer cities, 
ind whistle stops, one finds the stamp 
dealers whose names are known the 
world over through their desire, yes, 
their enthusiasm, for mail orders 
One would be amazed at the locations 
of such firms. They include such far 
sway places as Santa Fe, New Mexico; 
White Plains, N. Y.; Jamestown, N. Y 
ind Littleton, N. H.; Kingston, Jamaica 
West Indies), and Winnipeg, Canada 
One ingeniously located firm is just 
over the Canadian line opposite Calais, 
Maine: it employs between fifty and one 
hundred people (depending on busi 
ness), mostly Canadians, who natural 
ly will work for le han Americans 
since living is so much cheaper on their 
side. The patrons of tl rm, writing 
to Calais, Maine, don’t know that the 
(American end « e business is a Post 
Office box, Canada is tickled at the ar 
nt hex iuis¢ 0 the Ame rican 
brought i rough the happy 
rcumstance 
We doubt if anyone « ild ever come 
up WwW th any fhigu!l ) the m 
portance of tl ny isiness. Phila 
telists admit if thing good or bad 
business may better than last 
quarter, or 30° less t 
they emulate 
them tor more 
Sam knows of 
himself is on 
talk much either, other than 
set an example by giving his 
But there are 
business can 
ire the sta np 
quest'on that 
world sold at 
auction, nothing can approach stamps 
nsoltar agyuregat annual volume 
oncerned rvey once estima 
that stamps alon | 
other merchandise sold ction iM 
the United States. Certainly if one firm 
of many can boast of nillion dollars 
in sales in one year, h perhaps a half 
dozen firms adding better than a half 
uillion llar ach, it does add up, 
especially when one considers the num 
ver of stamp auction firms in New York 
alone at about fifty, with more than 
cattered throughout the country 
The edd part ibout sta np auctions 
s that vost of the yuyers don't ever 
attend the sale he business is so 
efhciently conducted, with the firm 
nailing u ts thousands o iuction 
catalogs own naili Vy " that 
1 buyer three 1 and miles away has 
the same opportun » buy a selected 
tem that the collector 
the same town There is scarcely 
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I'm Jane Doe. There are about 
40,000,000 of us in this country, 
and WE buy nearly 70% of all 
the goods and services sold each 
yeor. We're always interested in 
@ good selling story WHEN IT’S 
TOLD TO US IN A FRIENDLY 
DIRECT WAY. 


PONTON LISTS for BUSINESS LIFTS 


DIRECT : ng is the surest est way to sell anything 
inyk — The surest, fastest, and least expensive way 
IRECT t prospects, is by Ponton’s outstanding 


TO 


UP- TO- THE-MINUTE. The best and very 
urces are used in compiling each list 
sources are kept revised right 
VERSATEUITY UNEQUALLED. 
Ponton lists on cards, label 
n desired. 
TOP SPEED AND ACCURACY. You are guaran 
teed the utmost speed of service oad deliver 


4 
py the house with 04 years 


UNLIMITED RESOURCES. 4,000 Classifications 
readi wvailable. Any special lists promptly 
ind efficiently compiled for you. Latin Amer- 


= W.'S. PONTON/?,” 


“as AT THE HEAD OF THE AY £3 


635 Avenue of the Americas, New York 11,N. Y. 








day in the year, Sundays and holidays many thought more of stamp collecting. the trade is the cost of the stamps 
excluded, that there is not a stamp But as far as dollar volume is concerned, themselves. The mark-up is large; it 
auction in New York; five in one day it is the penny and nickel business of the has to be, for it is too expensive to check 
$s not an unusual occurrence. For each kid collector down the street that adds references \ certain proportion of 
sale, from two thousand to ten thousand up to big business. every hundred sendings is never re 


elaborately illustrated catalogs, running We acted as agent some years ago in a turned; to cover the cost of those stolen, 


from 30 to 150 pages are mailed out trat New the prices are marked up to a point 


isaction between a dealer in 
the response as far as returned bidsheets Zealand and one of these firms known where the honest ones will pay for the 
trom prospective bidders is concerned 1 the trade as “kid approvals.” To dishonest. It isn’t fair, but no one has 
runs trom 106 to 25%. those who do not know, “approvals” suggested a better way 

To the casual reader, this may seem are stamps mounted on a sheet or in On the transaction referred to above, 
a wonderful response, but it must be re i booklet, sent to youngsters who hav« several million stamps were involved. 
membered that these mailing lists are requested them. Each stamp is priced; Anyone who does not have a full con 
built up over the years, that usually the boy or girl, or even the adult, for ception of the true meaning of the word 
every name on the list is that of some many grown ups have made their start “million” will be impressed if he ever 
one who asked that it be placed there, with approvals, simply pick off the sees a million stamps. <A sturdy steve 
and that he must have shown an in stamps they want to buy, add up the dore could not lift them. This accumu 
terest in having it remain there by sub sums under each, and return the selec lation from New Zealand consisted 
mitting auction bids occasionally tion with remittance. about twenty varieties, each in quantity 

It is the tremendous stamp sales that The average purchase isn't large. of 250,000, making a total of about 
make the headlines. When a New Before World War I, “kid approval’ five million stamps. 
Yorker paid $27,500 for a single phila houses could exist on an average pur We thought of these stamps, each onc 
telic item in 1947 at auction in New chase of a dime or fifteen cents, even ndividually hinged to a sheet of paper, 
York, making his purchases for the day they paid the postage both ways and priced at one cent, keeping com 
about $80,000, every paper carried the today at fifty cents, they don't break pany with several dozen other stamps 


item. When the famed British Guiana even because of increased mailing costs, running the range from a cent to a 
rarity, erroneously called the world’s ncreased labor costs as well as over nickel W 4 asked the proprietor of 
rarest stamp (there are dozens equally head incidentals suc h as idvertising the ipprova firm he \W n the world he 
rare, of each but one copy existing) was stationery, etc. Oddly enough, one of could ever dispose of a quarter o! 


sold for a sum reputed to be $45,000, the smallest factors in this branch of nillion copies ot 


Code of Elhics 


MAIL ADVERTISING SERVICE ASSOCIATION, INTERNATIONAL 


'E BELIEVE in Mail Advertising and in the importance of our Association in Mail 
Advertising Service. We also believe that right principles lead the business world for- 
ward to success. The right thinker does not require rigid rules and regulations; he knows 
what is right and acts accordingly. Therefore we do adopt the following few standards: 


To maintain a reputation for fair — honorable To promote a fuller interchange of ideas and 
business dealings in our relations with Cus- a closer personal contact through meetings 
tomer, Employee, Competitor and Supplier. of our International and Local Associations. 

To be on the alert to 4 | our business fully 


To endeavor always to conduct our business . . . 
abreast of progress in Letter Shop practice. 


upon the basis of SERVICE to the public 


and to the industry of which we are a part. l'o encourage heartily our trade journals which 


are devoted to the improvement of our 
To refrain from making promises of service business and to the dissemination of useful 
which we cannot reasonably expect to keep. and practical knowledge. 


E BELIEVE that the faithful observance of these standards will result in mutual 

respect and good fellowship among members; in service to the community and in 

making “M.A.S.A.”on all of our advertising a safe guide to the purchaser of our Service. 
Mail Advertising Service Association International is a group of over 650 privately 


owned mail advertising production and distribution companies located all over the 
United States and C anada who are pledged to faithfully observe the above code of ethies. 


For the names of M. A. S. A. members near you write to— 


MAIL ADVERTISING |: SERVICE AS SOCIATION, INTERNATIONAL 


18652 FAIRFIELD AVENUE DETROIT 26, MICHIGAN 
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“In two years,” he said, “I'll 
we'll be back looking for more. 
is the number of purchasers 
stamp we'll locate in the next couple 
of years.” 

Youll note he didn’t intimate that 
he would be mailing out a quarter 
million approvals in that time, but that 
of his total mailing, that many of this 
particular stamp would be purchased! 

Ot course he is one of the big opera 
tors in the “kid approval” trade. There 
ire some firms larger, there are many 
smaller. One New England outfit 
operates five different approval outfits, 
knowing how kids will switch their | 
allegiance for no good reason after a| 


couple of transactions, possibly feeling 
that someone else will be cheaper. Pick 
up any juvenile magazine, and you'll 
see the ads: The Giant Stamp Co.., the 
Mystic Stamp Co., the International 
Stamp Buyer’s Syndicate, the Stamp 
Import and Export Co., all names 
designed to dazzle the juvenile collec 
tor with a dime to spend 

The hobby supports any number of 
magazines ind house organs Most 
nfluential are the weeklies. of which 
there are six. Largest publication in 
this country is the Western Stamn 
Collector, published in Albany. Oregon 
twice a week, present circulation about 


2? 


32,000 In the East, the largest is 
Stamps. a slick coat iob, with about 30, 
1), whose Editor. H. L. Lindquist. has 
set the pace for most weeklies. Other 
weeklies are published in Maine. Michi There’s a price for everything except for 
ran. Ohio, Kansas treasures such as these—a youngster’s treasures, 

’ n: f these mavazines and : . 

dyr-vage + -ag tment his sling-shot, his favorite shooter, his lucky 
ve the locations of the different stamn rabbit’s foot. You couldn't buy these at any price... 
dealers. Azusa, Calif.. Goshen, N. Y.. yes, it’s the little things that can mean so much. 
Tamaqua. Pa., Coquille, Oregon, St The treasure in which we are interested is 
Mary's, Fla.. and Nvack, N. Y.—all 


frowns ol which many average citizens 


the first thing that will str'ke vou will 


your envelope... so little and yet so vital. It is 
have never heard, but you can bet that the most important item in your mailing; success 
it this very moment, some stamp col or failure depends on it. Your envelope becomes 
lector in some perhaps equally re mote a salesman. Do you want it received cordially 
town 1s iddressing a letter to one ot : ® E 
those places. and any of the hundreds or brusquely cast aside? Allow our art 

of other remote towns where stamp department to redesign a “better salesman” for you— 
dealers are located. an envelope that will be welcome every time. A new 


sae 0 Uaate Seon senct alg aOR" 
As long as Uncle Sam reaches any of design coupled with our exclusive “Personalizing” 


thes towns, there a liv ng out of stamps 
con bee wade, The town mnee oot tenant process will enhance your envelope and become 
1 drug store, a bowling alley or news your “Treasure beyond price.” 
paper, but its name will be known to 
thousands of stamp collectors in every 
nation in the world And we're still 
willing to bet Henry that a shipment 
ot stamps on approval, with a stamp 


dealer's corner card on the envelope, 


is a lot less of a novelty to a post office 
clerk than i shipme nt of those baby Up 


chicks Henry always talks about. 


envelope c0.,ine. 
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In this letter, Mr. Jacobsen strikes 
hard at the heart of the problem most 
school boards face today. Greatly ex 
panded student bodies—same old in 
ulequate school rooms and _ facilities 
seriously retard scholastic progress 
Cong that point of agreement 1s 
reached and some degree of interest 


iroused, Mr cobsen really warms to 


the letter clinic - 


by Charles V. Morris 


Here, Henry, | talked about my prac 
REPORTER'S NOTE: | couldn't tise of “collect ng letters. and | showed 
possibly cover everything going on at the anvecel off tia “cen” letneen | Resta fen 
Chicago DMAA convention so we asked ' 
the Cheirman of each general session and 
of the concurrently running clinics to give 
us a brief report. The Letter Clinic on Thurs for its eflectivers 6 cour prove : Mr cobsen in 
Seis te Wns Sees oo tena oad which I listed as—opener:, sell ng tech — A ’ PFO tue And 
Inc.. 535 Fifth Avenue. New York 17. N. Y niques des for good graph cs) , irgument He 
and has conducted many successful “letter language, close and postscri ‘ | lyets don't ordinarily 
linics Those who attended his Chicago S spceeuemdied thes the Canvestion ern a f sound-proofing 
appearance were enthusiastic one Glin ns ciantion soocedane Son steal 


reference purposes h one of my endents reading 


n't hel but see the 


exhibits had been <« fully analyzed 


letters that come across their desks 


Then lowe ith an analysis 
etters which I prize 
vecause they represent at least in 


} 
2 


nion excellent letterwrit ng te 


niques. But they're just as important 
under ict business-getting appraisa! 
star letters sold mer Mr. Jacobsen continues 
is ible to quot ¢ } - skly 
idvertiser enjoved nding ts own feet 


nm construction, | 


' l] 


was written to sel 


school superintend 


of schoo ywoarcs 


"W 
i owe 


| > 

\lso, in the stage-setting portion cOnsSOHN, 
, ' I; UND I TO 
the program, | took the position ind you | e au am © ~ DUCATION 


you do so otten—that there s a plac 


C ery \ iv media n < er re 
vertising budget, BUT, tor most 
sa ! . . 8 : I the | Jacobsen uses 
, i 1 cobse " 
no ‘ 
‘- ; . riley g he professional nature 
He loesn’t have to 


write OV ( ne yUuSst write on a 


WNT) CONDITIONING 


It seemed wise ‘ rom that beginning, the f common | tice “modern acou 
ew of some ve working ond: 
ot mailmasters That's a protes 

I] commented Notice use 
' } 


words 
hool buildin 
in corridors lass 
noise I ; af normal 
people make.’ 
s the PS at the bottom 


' 
hook certainly gets 
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SELF-SEAL ENVELOPES 


+ MOISTURE 


¥ 
-e. sear W/LT Ready oP 


COMMERCIAL and OFFICIAL SIZES 
fo suing the balance your way! 


There'll be plenty of new corner-card business for you 
, 

ie. O15 Gaaewe now that SELF-SEAL Envelopes, in popular business 

sizes, are back again. Solid consumer advertising is 
No. 7% Self-Seal : v 

creating a demand for Commercial and Official Self- 

Seals as return envelopes for department stores . . . 

for regular use by doctors . . . retailers . . . and wher- 


ever else mail is daily-light, but regular. 


There’s a novelty and convenience value to Self- 


Seals for business use that can’t be overlooked. 
Suggest them. Show them. You'll find they have an 
unequaled saleability, and a flair for getting you 
repeat orders! 

SEE HOW EASY IT WORKS! 


No. 10 Self-Seal 


Turn lower tab vp Pass one dry finger 
under Self-Seal flap Te ee oe 


E.52P 


SELF-SEAL ENVELOPES ARE AVAILABLE 
FROM STOCK THROUGH YOUR PAPER 
MERCHANT. ASK HIM FOR SAMPLES. 


é Usk } : 
ye 


UNITED STATES ENVELOPE COMPANY 
General Offices: Springfield 2, Massachusetts 
DIVISIONS FROM COAST TO COAST 





Bid ven netics tow DMs. feccliean’s 
letter ollowed \ t I » 
ro perts constructiolr b] pri 


Mr Jacobsen’s excellent example 
I S ] C d proves my pon Planning 
mn vaies Vorrespondence the success o 
ibstitute for 


one 


it gets RESULTS! tar Sy 49 . 1 : Pons em 
(And in many other types : phasized 
of correspondence, too.) : d 


Auto-typed 
letters ore 
surprisingly 
low cost 


Auto-typist can stop automa- 
ny pre-determined place in 

the letter for the manual 
iditional, personalized 
npletely per e typewriter is used 
» problem of 


man's attenti 


ually types 


Auto 


etter and at lower 


The Iasto-tyPist 


50 YEARS’ EXPERIENCE IN MANUFACTURING PNEUMATIC EQUIPMENT 


PRR RS Rw mwa eae 
Correspondence | AMER'“*N AUTOMATIC TYPEWRITER COMPANY 
Chicago 272, Illinois 


| Dept. 211 514. N. Carpenter St 
Clinic scaaiiaade 


—" . T vo ‘ 
t stl the off DMAA tran 
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the right steps 
— tobetter 
va. Feproduction 
















































































The first step to assure satisfactory results from your 
office printing equipment is to install the best 
possible accessories. With these superb rollers and 
blankets, you can achieve reproduction so crisp, so 
sharp, so perfect in every detail — that they rival 

the output of large professional printing plants. 


RAPID ROLLER COMPANY 


D. M. RAPPORT, Pres. Federal at 26th Street lon Ben Uclemmn.) 











me Darsey; there are 165 
Dorsey. No matter how 
much d « looked ke Darsey t 
would seem that Dorsey should be used 


UNLESS THE NAME WAS At 


reading poor handwriting TUALLY PRINTED by hand or in 


type as Darsey. 
; , ; ] ] } | lor ' 
Some valuable Aints for maintaining mailing lists Similarly the ltimore directory lists 


peop t ! hleeter and fifteen 


wo | 


or avoiding misspelled names 
i S, 


I | ] < 0 [vp ha € 

by george dugdale n exh 1 an till have to 
I ise to assume 

pronounceable 


' ; a= \ 
vost ofhce clerk who . ollowed by 


nes knock 


tsa 





plain! by the | 


REPORTER'S NOTE: George Dugdale. the \ 
sues a money orcer than it is written 


grass seed. mail order expert of Towson 
Maryland is a stickier tor accurate names and 1 the order blank by the customer 
accurate ting. In this short article. he has So 
given some solutions to a problem which wor 
everyone getting inquiries or orders by 
Don't lose this article. Show it to every ulvphics have been dec iphe red. 

one in your office connected with job of de It 


save every part of the correspon 


C } made 


dence under one clip until the hiero 
¢ Dest possible interpretation 

, I nhnique ol 
s apparently true that there is no 
ciphering names cnd maintaining mailing /ists 

ombpination of the twenty-six 

Better yet. reproduce it and give a copy to . -_ : 5 , 
each person. And everyone of us connected eu [ the alphabet that has not been 
with direct mail should do our share to or a tamily name. Anv attempt 
make name identification easy On every 
letier we write we should have our full 
name typed below our signatures or over at 
the left instead of dictator's initials worst result of this condition is that too 


to pronounce some of these names 


j 
sults in a sneeze instead of a word. 





nany vcople ittempting to read poorly 
One of the problems contronting th n names try to make something 
world today is the tact that a lot o hihicu ut oO nstead of trying the 
wy first 
people who CAN write clearly won't do way nfs 
' ta) 
t when they are Nriting of the second rule should be o « try 
= ke fair mr ' r ja! 
their names fact: presents nake a urly com non, reada 
ne out of the scribbling. If that does 


} 


difficulties to th } workers 
} roduce results the next step is to 
ave the daily : 
, tr alyze the mixture one letter at 
recks, inquir I 1d ’ 
- you are in doubt about 
erKs who : . 
ght place \ 
word that has an 
occasion arises 
, ind compare 
Some othice 
| 


ywwn with the questionabl 
vatural tales N | 


; r example, the name as wr 
wor handwriting it the ) ' . 
' . . iy look like Darris Sut Davis 
nust be tra r | 
: non name that contains sin 
iency can be acquired more rapidly it , 
1 tro If in doubt take Davis 


follows a definit ' \ “99 
: Mr Dooley eaves the second Oo 


your probdiem 1s t th p it may look like Dovley 
names on 1,00 t nd 1,000 to 1 on Dooley 

nquiries (or orders) a day out sird rule is to have a 

tile cards, address envelopes or K te i wi ure the letters that. car 


or mailing circulars or catalogs 
The first rule should be that the 

velope in which the inquiry is rece 

must remain attached to the letter ur 


the work has been completed Often 


the inquirer will write his return ad f t searct mig g n 
ly} 
alt 


c 
h 


dress in the corn of the en wug 
The letters he has slurred in the inquir f . Vv, t rf rot our ! I con 
nay be more | ly writte I I 

envelope Almost nvar ably 
writing comes when he wri 
nature . on the corner 


popu 


even print. n 
If you are ving orders in vorl be found in the names Dar 
, 


inquiries 11 nd the name y and Dorsey. In the Baltimore t 


printed on ‘ or f hone directory there is no one | 
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Specialized 


Are the posta: scales weighing away extra profits 
that could be yours? Can you handle a given mail- 
ing better—and do the job at considerable saving? 


Specialized Tension Envelopes—the right type 
and size and substance weight—will very often pro- 
duce substantial savings in postage. Tension Post- 
age Savers and Booklet Postage Savers carry more 
weight at less cost than First Class mail...and get 
as many “openings.” The Duo-Post permits you to 
send a heavy Fourth Class catalog along with a 
First Class letter, with the assurance that the two 
will arrive together. “Lite Flite” air mail envelopes 
pay for themselves over and over—especially in 
foreign correspondence, where the minimum unit 
is Y2 ounce. 


And don't forget, Specialized Tension Envelopes 
also save time in processing the mail, prevent mis- 
takes, protect envelope contents, promote sales and 
attract favorable attention! 


TENSION 
ENVELOPES 


aS 


2U0-Posr LTT) 


Te 
METAL Clasp 
4 





=) 


‘. ra 
y 


es 
a 


“TAKE A LETTER, PLEASE!” 


“Tension Envelope Corporation says they'll be glad to 
send us samples of envelopes that save postage costs if 
we just tell them our problem on our letterhead. The 
service is free. Let’s see what they have to offer.” 


; 7 


“TENSION ENVELOPE CORPORATION 
FACTORIES: New York 14, N.Y. @ St. Lovis 10, Mo. 
Minneapolis 1, Minn. @ Des Moines 14, lowa @ Kansas City 8, Mo. 
Over 100 Representatives Selling Direct to User 





EVER READ A 


SOLICITED 
TESTIMONIAL? 


Advertisers generally like to quote from 
what they call “unsolicited testimonials 

taken at random from our files.” But 
what's wrong with a solicited testimonial 
that never went into our files at all? Or, 
if it did, was carefully placed so that 
picking it out “at random” was a lead- 
pipe cinch! We have scores of them, from 
people to whom we have said: 


“If you think our 
perior, service 
our prices competitive or 
why not say so in 
that other Direct-Mail users can 
benefit from your experience?” 


work 1s 
prompt and 
better 
writing, so 


su- 


our 


One of the first large-scale mail users to 
comply was Hugo Van Arx, Business 
Manager of The Nation. This is what he 
says of Circulation Associates, who have 
done all of his fulfillment work 
1942... 


since 


“As a result of your firm having 
handled The Nation's complete 
circulation fulfillment work dur- 
ing the past seven years, I can 
only say Orchids to You. Our 
arrangement with 
highly 


you has 
efficient in 
just as impor- 


proved to be 
every respect and, 
tant, economical.” 


We like everything Mr. Van 
about Circulation Associate 
cially the words “Highly efficient” and 
“Quite economical!” To find 
what these words can mean to your 
mailing operations, write to the 
telephone Olumbus 5- 


quite 
Arx says 


es pe 


out exactly 
own 
address 


3150 


th you é 
the wor EVENTEEN 

bring wou ‘ format ‘ 

ates SEVENTEEN STEP RESUI 

DPARECT-MAIL ADPVERTISIN ‘ 

stead coures M 


TFEUL 
prac 


al today 


CIRCULATION ASSOCIATES 


Circulation F pilation And Main 
tenance ¢ Stenc utt a . 
« Offset Lithogr 

« Addressing © Mail ing © ( ete Ma am 


1745 Broadway - NEW YORK 19, N.Y 


Triple-Head Multigraphing 
* Letter Press Printing * 


paignse 


One Advertising Man 


to Another 


GEORGE KINTER’S MONTHLY LETTER EXPRESS 


Henry 


hice, 


ling 


ONE MAN’S 


ne 


Stop al 


t 


yaper 


ne subway or 


transportat 


home 


cKY, you 


open 


on you 


find a seat 


paper 


Dit aaan 
we LALes 


nes 


you, 


or 


Ww 


« 


n 


loud-mouthed 


about 


WW 


no ne 


iKcs 


WOrks 


and 


ind you dro 


he 


s throug 


oul 


what 


OPINION 


naliclous 


quit 


ngton are 


White 
Publi 


help 


ind the 


W rot 


kiressed firs ictter 


on 


nost 


thout 
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prova | 


will be 


newspapers, 
In tact 
when | 


REPORTER 


\ 


Well, a tew years ago you would I ntelligence-insulting sales pitches 


robably said the same thing had n\ t I ny used would increase the 


on prophesied that the I would mmount red ink needed in the sta 
come when you couldn't get throug tions’ bookkeeping departments, and at 
a restaurant ach your uf ke time cause the idvertisers to 
public conveyance without | | f checking against Hooper 
other listener surveys 
night find that the num 
listening to a program 
n their volume of sales, 
rh 


printed cause them to hire ad 
freedom” equal that would produce 
) radios, ] ike or er of ler 
creens. However, I hi hop t rer This would, in time, 


] i t tor t ling contidence 


oun 


DRAMATIC USE OF 
\s you know, Henry, THE HOT DOG 


There has ec! 


ining, oo cin “Vor tnsiey" sed SD 


ward Magazine, in its July 30th, 
cial Issue (devoted to the Con 
the National Association of 


Music Merchants) . . . sure played up 


t 


the Hot Dog Story to a farethe-well. 
Wit full credit Tue Reporter 


pres pay 

he editors dra natized Creorge 
rundle’s story with cartoons and ap 
} 

ropriate typography. On the next two 
the cartoons and _ story 

four sections and re 
1 rates woul | d in the magazine. Four feature 
then showed how each part 


Hot Dog Story applied to the 


vm put on 
in | some system 
Industry 
\ good job And it could be rep ited 
] 


lustries. 


erepy sales or Inquiries prod 


MOK 


INCORPORATED 


2 

cE 187 

DENG RAVERS _ 
HO 

P 460 W. 34th ST., N. Y.C. 
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SAVE TIME 
AND MONEY! 
TIE BUNDLES 

AND PACKAGES 
THE EASY WAY 
WITH THE FAMOUS 

SAXMAYER 
NO. 6 TYING 

MACHINE! 


Latest addition to the SAXMAYER 
line is this highly efficient general 
purpose machine especially suited 
for tying such things as mail in 
direct mail departments. Using 
either twine or tape, it ties all 
shapes and sizes of packages up 
to 6 inches high. Attractively 
finished in enamel with white 
porcelain top. Legs furnished at 
slight additional cost. 

Whatever your tying problem 
there's a SAXMAYER to meet 
your requirements. Write for il- 
lustrated folder describing 20 
standard SAXMAYER Models 
serving over 100 different in- 
dustries. 


DEPT. A 


NATIONAL: 


BUNDLE TYER COMPANY 


Blissfield, 
Michigan 








Playing 


POST OFFICE 


By: Edward N. Mayer, Jr. 


The first session of the S8lIst Con 
press came to an end in time for our Re 
presentatives to get home and celebrate 
Halloween. And there's something a 
out that holiday that creeps into any 
discussion of the “approved” Postal 
Rate Bills that both the Senate and 
House Postal Committees lett behind 
I eady tor a vote after the 

of the second session on Jan 


1950 


group of mischievous boys, ring 
doors bells, tearing down fences, 
chalking walls and windows, and even 
the characteristic witch on her broom 
tick all seem to be symptomatic of the 
Bills that passer wth committees by 
majority votes 
retresh your memory, both bills 
a 2¢ rate tor post a vd postal 
a minimum o l ¢ tor bulk 
inder third class regulations and 
wreases in parcel post and Spec il 
\s you might expect 
ID on) rates are 
ess than any others 
things stand out in the Bills 
now written 
n the Senate Bill that 
rates to Spec il 
pious, scientific, 
S. eet.) have been elim 
House Bill Although 
rease the minim t 
ind discontinu 
rae catalog uc 
nittee sets a 
while the House says it will | 


+} } ‘ 
WW } Pa. 


On the other hand, the House Com 
} ' 


nittee demands %¢ tor a notice cover 


One of the mo ingerous sections ot 
House Bill wotar as direct 
1d mail order selling are con 
the Parcel Post provisions. 

ter! of H.R. 2945 as 

ind approved, the weight 

tions on Parcel Post shipme *ts 
ve forty pounds tor the first two 
ind only twenty pounds tor any 


vee. 


rom the third zone to the eighth! 
The size ol il prac kages would be re 


duced from 100 inches to 


=> 
It's bad enough that Parcel Post rates 

be increased . . . but when the 
ight and size limitations are reduced 


so tremendously, it’s time to call! a halt 


we 


We have no fault to find with the 
Express Company but we doubt if 
they even attempt to cover the country 


the way the Post Office does 


Maybe the men who wrote the 


twenty-pound limitation can tell how 


, 
large packages are going to be de 


livered, if the Bill is passed ... we can’t 


And while they're telling us that... 
maybe they can also tell us why in the 
name of all that’s sensible, they should 
eliminate that part of the Postal Service 

which everyone (including the Post 
Ofhce Cost Ascertainment system) ad 

rat a sizable pront ts made. 
he Representatives 


have gone home to celebrate the holi 


So, to get back, t 


they tl 


days and tay home until after 
(hristmas 

IT STRIKES US THAT EVERY 
SINGLE MAIL USER OUGHT TO 
rAKE TIME TO STUDY THE TWO 
BILLS CAREFULLY (COPIES ARE 
AVAILABLI FROM THI RE 
SPECTIVI COMMITTEES IN 
WASHINGTON). IF YOU FEEL 
AFTER YOU'VE GONE OVER THE 
BILLS THAT AN INCREASE IN 
THE POST CARD RATE TO 2¢, 
THE MINIMUM BULK RATE TO 
l'-¢ THE PARCEL POST AND 
SPECIAL SERVICE RATES, NOT 
TO REPEAT A REDUCTION IN 
THE WEIGHT AND SIZE LIMI 
PATIONS OF PARCEL POST, WILL 
ADVERSELY AFFECT YOUR BUS 
INESS AND YOUR USE OF THE 
MAILS, IT WOULD SEEM THE 
BETTER PART OF WISDOM TO 
DISCUSS YOUR PROBLEM WITH 
YOUR OWN SENATOR AND REP 
RESENTATIVE!! 
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One other thing about that pr yposal to 


ncrease tne Minimum under Section 


34.66 to 1’ 2 ¢ that may be interesting to 


you. Here is what Senator Frear, who 


wrote the majority report which accom 


panied the revised $.1103 had to say . . 
rae ng iin Chis Christmas... 


give your business friends and 
associates the gift that lasts 
all year... 

A Subscription to 


THE REPORTER OF 


DIRECT MAIL 


ADVERTISING 


It’s a gift that really 


w will be appreciated by: 
YOUR ASSOCIATES a 


And one final thing about the Bills fic 
Although the majority reports accom t 
panied the re-introductior f both Christmas Gift ’ 
House and Senate Bil tinority reports 
somelen die teeienl tesemeen. in Subscription Rates 
2 pee Pe joe ween _ ¥ YOUR CUSTOMERS 


1 } 


only now being written and w r10t be > One-year Subscriptions 
submitted until after Congress recon . _ 
venes in January Additional One-year Sub- , 
Th . . seriptions a 
There seems to b Tr ‘ | of t 
fused talking and writin } » of ; Single One-year Subse — , ni 
& , , tions B65 
1 , 
bility of making mailines from for COLLEGE STUDENTS 


. Your Own Subscription— 

ign countries in r ) ¢ postage ! ‘ ' 

costs. Several | re mailers | e rather 4 . ashes : y 
bl thely announces conhdentially. ot Vv 

course) that they wer roing to make #, ip cacy lcs dg ah 


large mailing 


some other part of the rid, in order FIVE OR MORE subscriptions 
to take ulvantage of ) yostal rate or 1 evi : 2 


1 favorable r 


Not that we want to throv ld water 
on the idea of foreign mailings (much) — Ag attractive card will announce aed gift 


1 
acts were Known 4 r t t bef ( 


For vears the Post Office 
ted with nailer I r 
mate” mailings from foreign countries. Should Your Gif go | to a Present Subscriber 
The Post Office | pted “leg \ 

e ° I 

mate ny mallings th t ! MICS t i ty ' ib W 
reason tor being made from the country 
In question ngs trom buvers or 
news-gatherers, etc. who were abroad 


were given splendid handling by the 
United States Postal Service. And they §END NO MONEY 
will continue to be given the same fine ie” : ‘ 
treatment 

However, even though a company or 


publication has an established office or USE THIS HANDY POSTAGE FREE 
BUSINESS KEPLY CARD TO SEND 
IN YOUR GIFT SUBSCRIPTION 


; } + } 9 ] } 4 ee 
rom which the mailing being made, ORDER TODAY os 


if the merchandise ng offered will 


s incorporated in the foreign country 


ultimately be shipped from the United 


States and the mailing is of such quan = a 
nity as tO Warrant investigation, the proo \ 
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the most direct way to address 


direct mail 


DUPLIS 
AND MAIL 


direct mail 
mainstay 

of the country’s 
largest firms 


Eureka’s original Duplistickers and Mail Aids 
offer the simplest, fastest and most economi 
cal method of addressing direct mail pieces! 
Perfect register, made 


paper for 


sizes and 


especially 


clear carbons, a wide choice of 


colors, a minimum of perforations all ot 


these combine to make Eureka’s original 
Duplistickers the most direct way of address 
ing direct mail in the most economical 
fashion' 
Accept no substitute! For 
best results, insist on the 
original Eureka Dupli 
stickers* and Direct Mail 
Aids! 


*Reg. U.S. Pat. Of 


EUREKA SPECIALTY 
PRINTING CO. 
Scranton. Po. 





WHICH NEW 

MAIL ORDER MARKETS 
do YOU want to CAPTURE 
to bring YOU 

NEW MAIL ORDER 
CUSTOMERS IN VOLUME 


Business Executives Book Buyers 

Luxury Buyers Professional Men 

Self-improvement Health Seekers 

Men Buyers of Women Merchandise 
Merchandise Buyers 

Givers to Charity Sportsmen Mail 

Horticultural Buyers Buyers 


Correspondence School 
quirers, etc.. etc. 


These are some of the 28 MOSELY 
types of Mail Buyers and Inquirers 
of OVER 3000 companies available 
for modest-cost one-time Rental Ad- 
dressing to create NEW MAIL ORDER 
CUSTOMERS IN VOLUME. 


Write in detail about YOUR 
Plans and List Needs to Dept. R-11 
Today 


MOSELY SELECTIVE LIST SERVICE 
* 
Mail Order, 


36 NEWBURY STREL 
BOSTON '6 


NEW MAIL ORDER CUSTOMERS 
IN VOLUME 


:y Headque riers 


Buyers and In- 





bility is that the mailing will be held 


up and the advertiser asked to pay 
United States postage before it is de 
vere d. 


We'd recommend that betore you 


toreign 


plan a large mailing trom a 
country, that isn’t “legitimate” (in the 
Post Office sense) you check it with the 


postal author.ties in Washington. 


In case you're interested in where the 
United States Post Office gets its author 

vv" ! 
ty to hold up so-called foreign mau 


wed like you remember 


Postal 


to read and 
Proctocol V. ot the Universal 
Union, signed in Paris July 5, 1947, and 
into force by the United States 
1, 1948. 


entered 


n July 


NG Of} CORRESPONDENCI IN 
ANOTHER COUNTRY 


Pitnev-Bowes, Inc. originators of the 


Postage Meter. have yust published 1 
booklet that is worth reading. (Copies 
re available from W. E. Smith, Pitney 
Bowes, Inc.. Stamford, Conn.). Among 
nuch 
woklet 
\verage 


Various Types of Postage in terms of 


information, the 


showin 


other valuable 


contains a chart ne 


Relative “Pulling Power” of 
Cost per Order or Inquiry’. Just in 
case you don’t take time to send for the 
booklet, here’s what the Chart shows 
1) Third Class Meter Stamps 

?) First Class Meter Stamps 

3) First Class Adhesive Stamps 


Third Class Printed Postal Per 


Third Class Adhesive Stamps 


Third Class Precancelled Stamps 


DMAA 
IN ACTION 


Thing 
DMAA planning circles. 
Harry 


hicago convention 


"s are moving along tast n 


President Porter started the 
veek following ¢ 
mbers asking for sugges 

next year. He has held twe 


meetings during month of Oct 


ober. One, believe it or not, was during 
the third game of world series . . . and 
the television set was turned off during 


he tourth inning 


Here 


[ar 


ire some ot the actions taken so 


1. A nominating committee has been 


given authority to make 


appointed and 


1 complete study of the “political 


structure with the idea ot 


getting 


better geographical representation on 


the Board The 


Committee ts also be 
ng asked to make recommendations 
Board 


on increasing the number o 


members Those agrecing to serve on 
committee are 
Raymond, Dickie 
Raymond, Inc., 80 Broad Street, Boston 
10, Massachusetts Creorge FL Me 
Kiernan, President, George | Me 
Kiernan & Company, 1056 West Van 
Street, Chicago Illinois and 
Dale Wylie, Sales Promotion Manager. 
Iron Fireman Mtg. Company, 3170 
West 106th Street, Cleveland 11, Ohio 
More 


any ¢ 


this most mportant 


Leonard President, 


Buren 


power to these tnree nen, It 


‘ hai “1 1 ' } } 
you Nave KicKS which you have 


not voiced int . . how ts your time 


to reacn recepu 


DD rectors decided to 


h and public 


The Board ot 


ippoint two sk led researc 
relations experts to make 
study ot the Direct Mail 

Industries” set up 


But it 


! complete 
Leaders or 
More later 


S Important. 


“p 
Best of 
the subject 


Planning and lling next year’s 
will start now (this vear) 

next year 
General Chairman tor 1950 convention 
Roosevelt Hotel, 


be John Wiley, Chair 


« Smith & Ross 


October 4, 5, 6 at 
New York) will 
nan of Board of Fuller 
Advertising Ag 


ney Top stat! 


vers will be assigned to pub 
promotion 


Baker ot Cle 


exhibits 


Horace veland will 
} 


head commercial committec 


Floor plans are already being produced 


sent to exhibitors before 


November 
enthusiasm at Chi 
be a rush for exhibit 
ers 


snould 


ind will be 
the end of Judging by 
apo. there should 
space and selections 
now when 


nade yudgets tor 


lanned 
planned 
Editor ot 


Program Chair 


Henry Hoke, The Reporter 


will tackle the job of 


has warned everybody 
will appoint assistants 
— 

the country, particularly 


veen sending n suy 
future programs 


| 


Alexander of DuPont is 


il committee to work 
Director Frank Frazier 


1e status of direct mail 


THE REPORTER OF DIRECT MAIL ADVERTISING 








We don’t write copy... 


We don’t compile lists . . . 


MARY ELLEN CLANCY 


250 PARK AVENUE. NEW YORK 17 


1t 46th Street Plaza’ 9-152 


Addressing 


(Ry hand. typing plates) 


Multizraphing - Mimeographing - Mailing 








MEDICAL 
ADDRESSING 
SERVICE 


We maintain a complete mailing 
list of all practicing physicians 
arranged by states and cities and 
by special groups. Addressing 
charges are low. 100°, post office 
delivery is guaranteed on mail- 
ings made from our list. Orders 
are handled within a few days. 
Write for detailed counts and 
prices. 


* Accuracy guaranteed 

* Low cost addressing 

* Write for counts and prices 
* 72-hour service 

* Clean address imprints 


Fisher-Stevens Service, 
Inc. 


345 Hudson Street 
New York 14, N. Y. 











education in schools and colleges 

w.th idea of compiling an accurate list 

of all direct mail courses and of helping 

the educators to improve those courses. 
* > > 

rr t looks like a busy year ahead 

tor the DMAA. Harry Porter is de 


vanding and getting a lot of action on 


GETTING ONE FOOT— 
AND A SCHOOL BUS— 
IN THE DOOR! 





REPORTER'S NOTE: Here's a little story with 
a different twist. It illustrates the power 
of even a simple one page “house magazine.” 
Irvin Edelstein is advertising director of 
George Yakobian Associates, 210 St. Clair 
Street. Toledo 3. Ohio. 





Selling an item like a school bus to 
a highly specialized and intelligent 
group of people namely a school 
board . is a problem that has been 
faced and overcome by an alert local 
W ay ne bus deale Tr. 

For many years, Jesse J. Brown of 
Toledo has been selling Waynes in 25 
counties throughout northwestern Ohio. 
Most of that time, he toured the district, 
hit and miss. 

The same was true of his advertising 
program, conducted, of course, on an 
extremely limited advertising budget. 
Nothing seemed to help him get the 
potentials he was missing. He attempt 
ed newspaper, radio and direct by mail 
advertising, with unsatisfactory results. 

He used the well known institution 
al devices Christmas and New 
Year greetings, wall calendars, desk 
pads and other premiums. He added 
te ephone directory advertising to his 
list 

Finally, he appealed to this agency 
to solve his problem. He asked for 
something intimate that would take 
Mr. Brown and his bus into the homes 
of some 1744 school board members 
regularly. The cost had to be moderate 
and Mr. Brown wanted results 

By a process of elimination, we hit 
upon what we thought would be a nat 
ural. For obvious reasons, we discard 
ed the “easy” solutions such as penny 
] 


postals, personal letters and other | 


ture designed to sell Wayne bus box 


tera 
] 


ics 
Instead, we designed a simple house 
organ, called it “Jesse J. Brown's Bulle 
Continucd n ff 
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REPLY-O LETTERS 
will do your selling job 
@ MORE EFFICIENTLY 
@ LESS EXPENSIVELY 


NATIONAL ADVERTISERS SAY: 


Our Reply-O Letters “An eloborate broodside 
produce between 15% with return postcard en- 
ond 32% replies We closed produced 8% re- 
tove been able to troce turns. The Reply-O follow- 
wp produced 24% from the 
same list 

The Mothieson Alkoli 
Works, Incorporated 


713 millions in business 
from on expenditure of 
$27,000.00 

New Englond Mutvol 
Life Insurance Compony 


Reply-O-Letter topped oll records 
brought in the highest number of 
contract dollars ever pulled by any 
etter we have moiled 700 
nquiries, twice the number we hove 
been able to draw by other forms 

of direct mail 
F W. Dodge Corporation 


To save you time, send along the fol- 
lowing information when you request 
samples. 

Frequency of mailings 

Average size of mailings 

Type of list. 
This information will enable us to 
answer your initial letter with helpful, 
understandable facts and figures. 


REPLY-0 PRODUCTS CO. 
150 W. 22nd St. . New York 11, N.Y. 








tin,” and loaded it with news items we 


CLASSIFIED ADVERTISING __ 5%! soi! bo er wo hos 


board members 





ns Most important, we convinced Mr 
elp - . 
Brown that the way to sell his school 


bus to these people was by letting 





Wayne take “a back seat,” in his publi 


cation, a single sheet, 8 x 14” 


MULTIGRAPHING SUPPLIES ‘dup” job, divided into three columns 


with newspaper style headlines and ar 





ticles. 


With our fingers crossed, we mailed 


out Vol. 1. No. 1, in February The 
headings indicate the type of news we 
selected: BOWLING GREEN CHO 
RAL GROUP MAKES NEW ENG 
LAND TRIP: OREGON TOWN 
SHIP STADIUM SEATS 4,000 PER 
SONS: ARLINGTON SCHOO! 
SEEKS $217,000 EXPANSION; NEW 
COUNTY SUPERINTENDENT 
NAMED IN HANCOCK COUNTY 











We slipped in stories telling of the 
ny ad intages oO Wavne ill-metal 
' 1 1 
ruses and 1 report of school Dus ce 
ry difficulties. 
The results were exactly i 
INti« pated The school board mem! 


read the paper And every time Mr 





. é a toe § ; aes Brown covered his territory, he found 
HELP WANTED—MALE yee . Ne} ‘ the detme, enews’ 
ect Ma S ieastiging > E 42 St the doors oper 
Since that first issue, we have added 
yumerous features to the “Bulletin \ 


article titled, “Wayne Is My 





STENCILS Baby.” written by Mr. Brown, sells his 


product nd himsel ecaUus or us | 


nor and tolksy style 





HOUSE ORGAN EDITORS 
Mr. Brown’s testimonial to 
eness of the Bulletin 
Ite | 
ip and saying 
1 ous I never ex 
ver, the public ition 


yn riul pr ntrodu 





Current College Graduates _ Asa result of his paper, Mr. Brown 


core cqu inted with pe ple ne 


1946 1947 1948 1949 roads eH ggg gah ge 
Practically all Colleges say _ abou - ie | = praise 

the readability of the paper re 
and Universities available portant, they know his name! 


Judustrial List Bureau 


agency might 


nose at Mr. Brown's litth 


45 ASTOR PLACE GRamercy 5-3350 NEW YORK 3,N. Y. ; : + but it sells buses. That's 
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POST CARD CHECKS 


Several months ago, The Reporter 
mentioned Post Card Checks which 
are being used or promoted n some 
spots around the country. The bankers 
don’t like them. 
ot the 


July issue of Journal 
American Bankers Association 
Miller 


outlining the objections (1) S ynatures 


carried an article by Melvin (¢ 


too public; (2) Forgery hazard in 


creased; (3) Size different than 


standard checks: (4) Not possible to 
nclude identifying stubs or sl 5 
Would contuse bank clerks 
ew ther reasons We re 


agree with Mr. Miller 


HOW GOOD 
IS DIRECT MAIL? 


utives who 
ippreciation 
ot how resultful d 


rect advertising ’ ho do not 


credit this mediu th tru tature 
as a sales merchandis lv t There 


ire some, too, exaggerated 


mail 

not the 

wtroduce or mer 

new { vile, household 
ood, | rage, of other 
consumer 1u solely by d 


advertising would economically 


unsound and foolish. But 


n whole or rt, your product or 
service falls is ) hed selective mar 


kets, and if ou want sales leads, or 
expressions of it or concentrated 
, 


narKets 


there sft 1V iv ( 1 on earth 


promotvon 


that will get 1 Its tor you like direct 


DIRECT ADVERTISING 
IS THE ACTION MEDIUM 


Direct adver ig we oniy me 
dium tf y if ! ilt ind re 
sponse 
mpressi\ 


aium. 


ponse, 


7. 
smal 


NOVEMBER 1949 


yusiness markets consider an executive 
yroup neighboring on 200,000 their 
vest market. Magazine circulation pro 
motion, fund raising drives, do run 
nto high numbers—but the promotions 
ire still to selective markets even when 
they approach the halt million figure 
And it is important to observe thot 
direct advertising is used in these cases 
because it is the only medium that 
can achieve the required results in 
these hel at the lowest cost 

Direct advertising is not the answer 
to everything in product and service 
promotion. We know that our direct 
advertising programs for clients areé 
more effective and resultful because 
their space advertising is effective. Di 
rect advertising often is, in effect, the 


inishing punch as we 
ordinating medium 
Nor do we always go alter maximun 
esponse from a given mailing. Ther 
are plenty of occasions wi 
liberately write and plan for restric 
response, and tor a variety of reasons. 
Capacity or 
ik it ential to control response 


salesman follow-up can 


(uality of leads desired can eflect the 
technique used. Combined personal 
ind mail follow up, the desire to dis 


} 


seminate niormation to a large seiec 


1 


tive roup, can be a cue for a high 
response approach. It all depends upon 
what your needs are, what your sales 


pian is 


The mportant thing 
udvertising is flexible, adaptable 
tne knowledge, you can draw trom 


practically any result you want. 





REPORTER'S NOTE: To all of the above 

we say a loud “Amen.” It appeared on the 
opening two pages of a new promotion book- 
let just issued by Dickie-Raymond. Inc., 80 
Broad Street. Boston 10, Massachusetts. Titled 
“More Sales at Lower Cost Through Profes 
sional Counsel." 8!/," x 11". twelve pages. 
Rest of booklet describes “What we do, how 
we do it.” It's always encouraging to find 
a direct mail outfit putting direct mail in its 
proper place. There should be no fighting 
between the media. There should be no un 
founded claims for direct mail. It is what it 
is. Nothing more. And that’s enough. 








How Many DUDS 
Can You Afford ? 


‘ 
Ip 
SPECIAL LIST BUREAU 


80 BROAD STREET. BOSTON 10 














yours FREE! 


22 Tested Ways to 


INCREASE 
YOUR BUSINESS 


Just clip the coupon be 
low—attach to your Let- 
terhead—and MAIL. 


My Name 








DIRECT-MAIL COMBINE-VELOPES 
The 4-in-1 Direct-Mail Soles Pockoge 
Include Outgoing Envelope, Sales 

Letter, Order Form, Return Envelope. 
elivered Ready to Address. 


W rite 
THE SAWDON COMPANY, INC 


ee ee, 





When you 
need 


Remember 


WM. F. RUPERT 
Compiler of NATIONAL 
BIRTH LISTS EXCLUSIVELY 
for the post fifty yeors. 
90 Fifth Ave., New York 11 
OR 5-3523 











FREE REPRODUCTION RIGHTS 


...are included in your sub- 
scription to the Art Mart* 
Service. Send for details. 


MART MART’ ©. Box 212! Dallas 1, Te 











THE 
100,000 wee 
SELECTED OWNERS OF JU. S. PLEASURE 
CRAFT AND PRIVATE PLANES 
Ma Purchasing Power Lu 
Trave Adventure Techr 
Entire list completely circularized every 
60 days by our own publications. 97° 
address accuracy guaranteed 
LISTS THAT PAY OFF. SEE YOUR BROKER 
BOAT & EQUIPMENT NEWS 
224 East 4ist Street. New York 17. N. Y 
AIRCRAFT & EQUIPMENT NEWS 














Now In Preparation 


MAIL ORDER 
BUSINESS DIRECTORY. 


Lists. Classifies ousanseivve publi 
of Mail Order Businesses | cation price 
ROBERT ISAACSON 
92 LIBERTY ST.. NEW YORK 6 








SALES LETTERS 


that say a mouthful 


Send for FREE Sales Letter Outline 
ORVILLE E. REED 
First National Bank Bldg., Howell, Mich. ; 











BUY THIS SPACE. .... 


and offer your product or service or 
mailing lists. Your message will be 
read by the top users of direct mal 
advertising. Cost $10 per inch. 








“CONTROLLED” 
ADVERTISING 





REPORTER'S NOTE: Here's another good 
short’ by Orville E. Reed of Howell. Mich- 
igan. It's worth reading. 





While it is true that every type ol! 


udvertising is good in its place, it seems 


me that direct mail advertising is 


the only medium over which an ad 


vertiser has complete “control.” 


The user of direct mail can control 


every phase of a campaign, whereas in 


other media he ts limited as to format, 
, etc. 


Let’s consider this matter of “con 


trol.” 


Anown, 


When display 


tion offered by the 


direct mail you can pick 


L 


reduce the size ot 


EXPENDITURI 
direct mail ad 
directed to 
There is a minimum 


CONTROLLED 


Every dollar spent on 


ertising buys advertising 


ictual prospects 


circulation, provided the mailing 


s well constructed 


The expenditure is controlled in an 


ther way you can reach any section 


your prospect list—those with 
needs—and by 


inique sending a spe 


he proposition to a specinc list of 
your ad 


nterested prospect 


ertising dollar goes further 


ATION. 


used, or 


CONTROLLED CIRCUI 
udvertising is 
entire circula 
With 


and < hoose 


ullboards, you buy the 
medium. 
group, and thus 


arts of the entire 


each mailing, and 


keep an absolute control over who gets 


your message 


< nd tions, seasons, 


€ 


t 


pend upon publication dates set 


CONTROLLED TIMING. 
with 
the week, 


tc. You can place your message into 


You can 


1 1 
rie your direct mail pusiness 


days of 


he hands ot 


wlogical 


prospects at the best psy 
rather than de 


by the 


moment, 


nedium. This matter ot 


every salesman knows, 


uming 1s, 
an important 
1c. You can follow up your message 


thin a day, or a week, or ten days, or 


two weeks, or alter the lapse of what 


best to pet 


er time you have proven 


the best results 


y 


‘ 


CONTROLLED 


control the 


ATTENTION. 


ittention of your 


ou can 


essage because it does not have to 

mmpete with news (as in a newspaper ) 
' 

r fiction (as nm a magazine), but 


tands alone and, well executed, can 


mtrol the attention and interest of 


prospect. 


CONTROLLED FORMAT. Direct 
mail advertising is not confined to any 
specihed column width or page size. Di 
rect mail advertising can take advantage 
of size, up to whatever proportions the 
adver 
shapes 
attention 


magination can conceive An 


er can make use Ol unusual 


his messaye ncreased 


CONTROLLED REPRODUC’ 


The direct mail 


TION 
advertiser is not 


confined in the preparation ¢ i his mes 


Sage to any one printing process He 


can have it reproduced offset or letter 
press, whichever suits his purpose 


best. He can use as many colors as he 
He has 


the mechanical reproduction of his mes 


wants absolute control over 


sage, not possible when depending up 


on the mechanical limitations of a news 
paper or magazine 
direct mail 


l! 
advantage of al! 


Now, it is true that ma 
advertisers do not take 
ot the controls they have at hand when 
planning a campaign. But the astute 
direct mail advertiser has at his com 
nand complete control of circulation, 
exepnditure, size, s! repro 
duction, ming, and attention 

In every other form of advertising, 
with the exception of direct mail, the 
artist, the 
must confine their flig 


copywriter, the layout man 
tancy to the 


mechanical limitations of the medium. 


ght sol 


In every other torm of advertising, 


with the exception of direct mail, the 


idvertiser must generalize his appeal 


vecause of the generalization of the 
circulation he buys. In every other 


type of advertising, with the exception 


be set 


of direct mail, his budget must 
up according to the 


the 


‘rates’ of the pub 


lication reaching type of buyer he 
wants to re ich. 

When you hear of an advertiser who 
“down” on direct mail, bear in mind 


that the trouble is not with the medium, 


but with the idvertisers use of the 
medium. 


He can 


gn, and if he fails to do so, the 


control every step of the 

campa 

} ld } ni i . 

should be placed not on direct 
his methods 


| 
Lanne 


ma l. but on 


@ THAT FELLOW Harry Beard sure be- 
lieves in short letters . . . so this item 
belongs in Short Notes. Here's his 
latest collection letter: 
Dear Dr. 
A baby sitter is paid “hush money”! 
The “baby” in this case is your unpaid 
account of $ . We've 
been “sittin” with it for a long time. 
We'll be glad to “hush up.” All it takes 
is your check for $ 
Thank you. 

Yours truly. 

J. B. LIPPINCOTT COMPANY 
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DIRECT MAIL DIRECTORY 


LISTINGS ONE LINE PER ISSUE, $10.00 PER YEAR 





ADDRESSING TRADE 


ADDRESSING MACHINES 


16 Sout? 


ART SERVICE 


AL TOMATIC INSERTING 


TYPEWRITERS 


AL TOMATIC 


AL TOMATIC TYPEWRITING 


BOOKS 


ft 


COMPOSING 


MACHINES 


COPYWRITER (Free Lance) 


We fist S 


DIRECT MAIL AGENCIES 


y 
w ¥ 
New Y 
MAIL. TRAIN 

l ea 

ENGRAVERS 

West 


COURSE 


ING 
t New 


st 42nd 8 


ENVELOPES 
Howare 


SPECIALTIES 


ENVELOPE 
r 480 Lexingt Ave 


HAND COLORING 


West 45th 


INKS 
Li 


LABEL PASTERS 


Sth 


LETTER GADGETS 
We 


Jacksor 


LETTERHEADS 


, ‘ 4 Diversey Ave 


MAIL ADDRESSING STICKERS 


MAIL ADVERTISING SERVICES (Lettershop 
* Mailing 8 e. Ir 415 Broad 
M Sales S Ir 


r Let 
Eller lar 
I ks & ¢ 


Cen 

Mary 
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SHORT NOTES 
DEPARTMENT 


company). The Brunswick-Balke-Col- 
lender Company. Ltd. won top honors 
for the best Direct Mail Campaign. 


eee 


@ SPEAKING OF TORONTO ... while 
there, t! rey visited Vic Perry. in 
charge of the Public Relations Division 
of the Toronto Post Office. What a set- 
up! We've written before this about 
Canadians going out to SELL the Post 
Olfice service . . . but this is first time 
we've seen the system in operation. 
Mailing lists compiled and furnished to 
advertisers at reasonable rates 
smart. trained men available to ad- 
vertisers to explain how they can use 
the mails. And it's paying its way 

in increased revenue. That is 
what we've been recommending as one 
of the solutions of the deficit problems 
in the U. S. Post Office. But pressure 
from “somewhere” prevents the adop 
tion of any such simple solution. 


@ THE REPORTER STAFF enjoyed at- 
tending the convention of the The Nat- 
ional Association of Photo-Lithographers 
at Statler Hotel. New York. October 19th 
to 22nd. Walter Soderstrom’s member 
ship sure turned out in droves . . . and 
the exhibit halls were jammed. Good 
to meet so many of our good friends 
from around the map. 

Harris-Seybold suite operating at full 
tilt as usual. One of the most unusual 
set-ups this year was suite of Electric 
Boat Company (which builds subma 
rines for U. S. A.—but has gone into 


printing equipment business). They 
took over a Statler Suite and converted 
space into a replica of submarine inte- 
rior. Valves, blinking flaring lights, dive 
signals, etc. Such hilarity! 

And here’s a long due pat on the back 
for one of the hardest working ladies 
connected with the Graphic Arts.—Mrs. 
Jean Mayfield, associated with her dad. 
Al Bourges. We've seen her operating 
at innumerable exhibits. She has all 
the cther exhibitors licked a mile for 
showmanship and concentrated energy. 
She starts demonstrating her color cor- 
recting screens before most of the rest 
of the exhibitors have started decorat- 
ing. When the crates are being packed 
up and hauled away .. . she’s still at it 
with the last strugglers. Good selling. 


@ ONE NEW THING which caught our 
eye at the N.A.P.L. Convention should 
be of interest to Multilith and Davidson 
users. A new pre-sensitized plastic 
plate. using a number 2A photo-flood 
and a simple printing frame. takes less 
than 4 minutes from start of exposure 
to running on the press. No chemicals 
for developing or fixing. Moisture on 
press does the trick. If interested write 
Harold M. Pitman Company. North Ber- 
gen. New Jersey for detailed informa- 
tion. 


@ SUPERIOR COACH CORPORATION. 
Lima, Ohio appointed a new sales man- 
ager. Since he was already well 
known in trade, it was decided to let 
Mr. Jack Rees tell his own story in a 
unique folder. First cover shows a 
glimpse of office with voice saying to 
secretary—"“Miss Smith take a let- 
ter...." On next inside fold a picture 
of Jack Rees at his desk starting to dic- 
tate “to all funeral directors ....” Inside 
next fold (full sheet) the actual letter 
dictated. Well done. 


eee 


@ COORDINATED ADVERTISING is 
often talked about. but rarely accom- 
plished. A. W. Lehman, Advertising 
Manager of the Euclid Road Machinery 





Company. Cleveland 17, Ohio sent us 
an example of what he is doing. The 
inside spread of his Ictest mailing folder 
was printed from plates that were orig- 
inally prepared for a trade paper ad- 
vertisement. By using these plates it 
was, of course, possible to keep produc- 
tion costs low. Even more important was 
the fact that the mailing folder provided 
an effective follow-up for the trade 
paper advertisement and could be used 
by Euclid distributors as part of their 
own direct mail program. 


@ THE AMERICAN BUSINESS WRIT- 
ING ASSOCIATION, with headquarters 
at 304 David Kinley Hall, Urbana. Illi- 
nois, is a group of college teachers of 
business writing. The Reporter fre- 
quently runs items from their excellent 
bulletin . The ABWA has just elected 
a new slate of officers. They are: 

J. Harold Janis, Pres.. New York Uni- 

versity. New York; C. R. Anderson, Sec.- 
Treas.-Editor Bulletin. University of IIli- 
nois. 101 David Kinley Hall, Urbana; 
H. B. Young. V. P. East. Pennsylvania 
State College: Mamie Meredith, V. P. 
Mid-West. University of Nebraska, Lin- 
coln; J. H. Menning. V. P. South, Univer- 
sity of Alabama, University. Ala.; Jessie 
Graham, V. P. West. 451 N. Hill St.. Los 
Angeles: A. L. Cosgrove, University of 
Oklahoma, Norman: L. W. McKelvey. 
Northwestern University, Evanston: C. C. 
Parkhurst. Boston University. Boston: 
C. W. Wilkinson. Ass't Secretary-Editor. 
University of Illinois, 304 David Kinley 
Hall, Urbana. 
The annual convention this year will be 
at the Netherland Plaza Hotel in Cin- 
cinnati, December 29 and 30. We un- 
derstand that non-teachers can obtain 
bulletins for $3.00 per year. 


eve 


@ USING JOKES to sell caskets might 
seem incongruous, but Henry Fraser, 
President of the Peninsular Casket Com- 
pany. 4445 Calster. Detroit, Michigan 
doesn't think so. He thinks embalmers 
are just as human as any other business 
man, and to them a casket is just an- 
other piece of merchandise. So Penin- 
sular has started a monthly miniature 
h.o. 4° x 9” single sheet titled “pen 
points.” Two columns of small type. 
Mostly jokes. Very little serious ad- 
vertising. 


@ WHAT ARE YOU doing with Direct 
Mail? Is The REPORTER on your mail- 
ing list for all your mailings? We 
search all incoming material for the best 
ideas to report in Short Notes or other 
departments of the magazine. You may 
as well “get in the act.” 
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PROSPECT PRESS PICKS IPI HOLDFAST HALFTONE BLACK, 
NEW IPI PROCESS INKS FOR 1950 U. S. CAMERA ANNUAL 


$ 


The 1950 t 


S. Camera Annual contains 350 of the 
world’s finest photographs in black and white and 
16 pages of color photos—all printed with IPI inks 





PRICES 

ON SWALL QUANTITIES 

OF EVERYDAY INAS TV 
{SSORTED COLORS 


ven 











Your IPI salesman has a free 32 page sidnature for 
you. It is yours for the asking. Or write IPI tlead- 
quarters, 650 Eleventh Avenue, New York 19, N. ¥ 


NOW YOU CAN COMPARE GEMTONE INKS 
WITH CONVENTIONAL IPI PROCESS INKS 


OPI PROCESS OFS ust NEW OP ote 


We have a new supply of these popular Gemtone Comparison Folders 
They show the added snap, depth and “premium finish” vou get with 
IPI Gemtone Process Inks. Write us or ask your [PI salesman for a cops 
There are $1 TP1 Branches and Service Stations throughout the country 





IPI Inks Again Chosen 
To Print *‘Most Wanted" 
Photographic Volume 


For fifteen straight years 
the U.S. Camera Annual has 
printed with IPI inks 

vear the printer (Pros- 

pect Press, Inc., New York, 
N. Y.) chose one of the new 
IPI Holdfast Halftone Blacks 
and the new IPI Process Inks. 
The U. S. Camera Annual 
has been printed by many dif- 
ferent printers 1935, 
and by several different proc- 
but always with IPI 
Printing a bookful of 
winning photographs 
finest material 


since 


esses 
Inks 
prize 
demands the 
and superb craftsmanship. 

Printers who use IPI inks 
are likely to be good printers. 
his 
by the large share of today’s 
quality halftone and 
work printed with IPI inks 
More 
lion copies of leading national 
magazines and countless mil 
ions of newspapers have IPI 
inks on their pages. And most 
of the packages you see art 
printed with IPI inks. 

Like the 14 editions before 
it, the 1950 U. S. Camera An- 
nual is the world’s most 
wanted photographic volume. 
Such continued approval by 
critical camera fans is a 
great tribute to consistently 
good excel- 
lent original material. 


For 


observation is confirmed 
color 


than one hundred mil- 


reproduction of 


your next halftone or 
color printing problem, why 
not take a tip from the 
printers of 15 consecutive 
U. S. Camera Annuals? Try 
the new IPI Holdfast Half 
tone Blacks and IPI Process 
Inks. They thoroughly 
tested on all of eom- 
mercial presses and popular 


are 

types 
tock ready to give vou ex 
tra quality press results. 














Christmas 1949 


his Christmas, let us give thanks to 


God, who guides our destiny, for the 

manu blessings bestowed on Amet- 
Leica —free worship, free speech, free 
press, free ballot, free schools and free enterprise. 
«s+ As tue pay homage to the birch of Christ in our 
churches and in our homes, around the festive board 
and Christmas tree, let us so value these privileges 
that Wwe mav eder be on the alert to defend our free- 
dom against tyranny. ss* Let us by our actions 
and deeds give succor and courage to those Iess 
fortunate people who suffer from aggression and 
oppression. == Let us prav that America forever 


stand a Christian bulwark before all the world. ss 


_—* 
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